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(57) Abstract: An interactive direct response system 
combines the use of short text message systems (SMS) 
via ceU phones (100) with a database (102) and website 
to enable advertisers to view in real time customer re- 
sponses to a direct response campaign. Customers are 
invited to respond to a defined advertisement on for ex- 
ample a billboard by responding to a single telephone 
number associated with the website by sending a text 
message linked to that particular advertisement, i.e. a 
single word (104.106). A computer receives and analy- 
ses the responses and sends an acknowledgement mes- 
sage to the customer. 
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INTERA CTIVE MARKETING SYSTEM 
TECHNICAL FIELD OF THE INVENTION 

This invention relates to an interactive marketing and/or survey system in particular but not 
limited to a marketing and/or survey system utilising short message services (SMS) provided on 
5 mobile or cell phones. 

BACKGROUND ART 

There is a present and developing ability to display short text messages on mobile or cell phones 
by what is known as short message services (SMS). It is envisaged that such short text 
messages can be used as a means of advertising as well as for obtaining consumer feed back 
10 from existing main stream advertising media inclusive of television, radio, films, magazines, 
newspapers, bill boards and the Internet. 

With the gro\\th of the mobile or cell phone market world-wide and in particular the acceptance 
and use of SMS (Short Message Service) there has now opened up an opportunity for 
applications using this technology. 

15 Typical mobile phone users carry their phones constantly as they go about their day to day 
business such as when reading the morning paper, travelling to work, passing billboards, 
reading magazines, and watching television. If they notice an advertisement which invites them 
to take action such as to "Win a trip" or "Give us your opinion" mobile phone users are more 
likely to respond if the process required is low cost, quick and simple when compared to making 

20 a conventional phone call or posting a letter. 

Importantly the present invention embraces what is regarded as a "pull" service as it is the 
consumer who actually initiates the transaction so that the implementation is considered to be 
"friendly". Unsolicited messages are not desirable in the mobile phone industry and the present 



wo 01/78345 PCT/NZ01/0005I 

-2- 

system overcomes that requirement. The subject invention involves the application of a 
database having conditional filtering criteria to correlate a consumer's response or short text 
message to an advertising client's promotional offer. Criteria chosen in the advertiser's 
promotion will be used to determine the appropriate reply message or consumer response. In 
addition, by offering incentives to respond to advertisements, consumers will provide real time 
feedback indicating the effectiveness of the advertisements. The content of a particular 
response can indicate the consumer's recognition of the product or his or her opinion of the 
product. By this means, valuable survey evidence can be obtained. The content of the response 
can also provide the location and/or the publication in which the advertisement appeared. In the 
case of television or radio advertising the station which broadcasted the advertisement can also 
be identified by the particular response message. Multiple promotions could be run 
simultaneously using the same destination phone number as the content of the SMS will be 
specific to and will identify the particular promotion. Furthermore, to make it easier for 
participants, they can also store the phone number for later use. As competition participants are 
directed to a website by notifying the particular 'www' web address location in the SMS reply 
message, revenue from hits on the website can be generated. Real time voting or survey 
evidence can also be collected by this means. By using a special data base application, multiple 
voting by the same voter on the same mobile phone can be eliminated. Furthermore, real time 
graphical and statistical reports can be generated and supplied to clients of the service via a 
secured Internet interface system. 

OBJECT OF THE INVENTION 

It is an object of the present invention to provide a viable interactive marketing and/or survey 
system based on SMS messages, transmitted to mobile or cell phones or to at least provide the 
public with a useful choice. 

SUMMARY OF THE INVENTION 

In one aspect the invention provides an interactive marketing and/or survey system utilising 
short message systems (SMS) provided on mobile or cell phones including in combination a 
means of displaying an advertisement, the advertisement inviting a participant to respond with a 
defined short text message via SMS on a mobile or cell phone, computerised means for 
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comparing and matching the participants short text message with one or more retained reference 
records, wherein in operation, if the participant's short text message matches any of the one or 
more records, information from the message is stored in a database. 

Preferably the advertisement invites participants to respond to a common "reply to" telephone 
number. 

Preferably all advertisements associated with the system use the same common "reply to" 
telephone number but each advertising campaign uses distinct pre-allocated short text 
message(s) and the computerised means analyses and displays the incoming replies and sorts 
them into their associated campaigns. 

Preferably the means of displaying an advertisement can be television, magazines, newspapers, 
billboards films and/or the Internet. 

Preferably the advertisement can be broadcast on radio or other non-visual means. 

Preferably the computerised means for comparing and matching the participant's short text 
message response is a computer database which is connected by a virtual private network via 
the Internet to the SMS provider. 

Preferably the computerised means also includes means for recording the number of correct and 
incorrect responses made by participants and the number of reply messages sent to the 
participants. 

Preferably the computerised means can accommodate a number of phone numbers and/or 
groups of reference records corresponding to different advertisement offers or surveys 
conducted and a record is kept of the frequency of responses to each phone number or group of 
records, so that quantitative data such as the frequency or total number of consumer or voting 
response to a particular promotion or survey can be obtained. 

Preferably the short text message response of a participant or consumer is a single word which 
can be easily compared and matched against a reference list of ''correct" words stored on the 
computer database. 
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Preferably the Internet website to which the participant is instructed to access is a dedicated 
website which centrally co-ordinates all incoming SMS messages and provides the participants 
with fiirther information in order to continue or proceed to the next step of the marketing or 
survey system. 

5 In another aspect the invention resides in an interactive marketing and/or survey system utilising 
short message systems (SMS) provided on mobile or cell phones including in combination a 
means of displaying an advertisement, the advertisement inviting a participant to respond with a 
short text message via SMS on a mobile or cell phone, computerised means for comparing and 
matching the participants short text message with one or more retained reference records. 

10 wherein in operation, if the participant's short text message matches any of the one or more 
records, a reply message is sent by said computerised means to the participant's mobile or cell 
phone instructing the participam to proceed to a next step, typically to access an Internet 
website. 

Preferably the means of displaying an advertisement can be television, magazines, newspapers, 
1 5 billboards, films and/or the Internet. 

In the alternative the advertisement can be broadcast on radio or other non-visual means. 

Preferably the computerised means for comparing and matching the participant's short text 
message response is a computer database which is connected by a virtual private network via 
the Internet to the SMS provider. 

20 Preferably the computerised means also includes means for recording the number of correct and 
incorrect responses made by participants and the number of reply messages sent to the 
participants. 

Preferably the computerised means can accommodate a number of phone numbers and/or 
groups of reference records corresponding to different advertisement offers or surveys 
25 conducted and a record is kept of the frequency of responses to each phone number or group of 
records. By such means quantitative data such as the frequency or total number of consumer or 
voting response to a particular promotion or survey can be obtained. 
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Preferably the short text message response of a participant or consumer is a single word which 
can be easily compared and matched against a reference list of "correct" words stored on the 
computer database. 

Preferably the Internet website to which the participant is instructed to access is a dedicated 
5 website which centrally co-ordinates all incoming SMS messages and provides the panicipants 
with further information in order to continue or proceed to the next step of the marketing or 
survey system. 

BRIEF DESCRIPTION OF THE DRAWINGS 

In order to understand the invention more fully, reference is made to the accompanying 
1 0 illustrations wherein: 

FigureJ.: shows an example of an advertisement requiring an SMS texted response 
according to Example 1 . 

Figure2: shows a flow diagram of the components of the invention according to Example 
1. 

15 Figure 3 and 4 : show examples of statistical analyses in the form of bar charts and frequency 
distribution graphs of the invention in operation. 

Figure 5 : shows a worksheet of the invention in operation, and 

Figure 6: shows a log of calls made in testing the invention. 

Figure?: shows a scheme of an operational layout of the invention according to Example 2 

20 and Example 3 of the invention, 

DETAILED DESCRIPTION OF THE DRAWINGS 
Example 1 

Figure 1 of Example 1 shows an example of an advertisement 10 inviting a panicipant to call a 
telephone number and to key in an appropriate alphanumeric response 12, and in this case, the 
25 word ^TISA**. 
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Fieure 2 shows a flow diagram or schema outlining the various components of the invention 
according to Example 1. In response to an advertisement such as that as shown in Figure 1, a 
participant sends a message on a mobile or cell phone 14 and enters the appropriate 
alphanumeric response or short texted message 16. The response is specific to a particular 

5 promotion and the location or where the advertisement was broadcasted from 18 or displayed 
can be recorded by the computer database 20 which compares and matches the participant's 
response to a reference list retained in the computer database. If there is a correct match, such 
as the word "PISA" in the abovementioned example, a short message system (SMS) text reply 
22 is sent to the participant's mobile or cell phone instructing the successful participant to 

1 0 access a specific website on the Internet. The participant can then obtain further details on how 
to progress in the competition or advertising promotion or survey from the referred website. It 
is envisaged that with the rapid development in information technology and particularly that 
concerning mobile and cell phones with Internet access, the participants can then access the 
website directly from their mobile or cell phones' without the need of a personal or laptop 

1 5 computer. 

Referring now to Figure 3 there shown a bar chart 30 of the number of calls made to a particular 
advertisement advertised by three television stations and on two bill boards 32. By analysing 
the bar chart, the effectiveness of the mode of advertising can be gauged from the y-axis, which 
shows the frequency of calls made to the advertisement. Along the x-axis is shown the duration 
20 of the survey, which in this case was over a period of four weeks with the results of each week 
shown. It will be obvious to the skilled addressee that the frequency of calls made in the later 
weeks 34, 36 should be greater than those made in the earlier weeks 38, 40 because more 
consumers would be exposed to the advertisement over time. 

Figure 4 shows the number of calls made on the>'-axis compared to the time of day along the x- 
25 axis at which the call is made for an advertisement which was displayed on the three television 
stations and two bill boards 42 as mentioned previously for Figure 3. 

As far as the advertisement being broadcast by the three television stations firom Figure 4 it can 
be concluded that the 8pm slot 44 obtained the most responses as compared to when the 
advertisement was shown at 1 2pm 46 or 2pm 48 in the afternoon wherein there would have 
30 been limited viewing. In contrast responses to the advertisement being displayed on billboards 
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peaked at Spm 50 and 7pm 52 respectively which indicates that effectively this type of 
advertisement has the greatest exposure when consumers are leaving their work places and 
possibly as they are driving home. 

Referring now to Figure 5 which shows a work sheet 60 wherein the various competitions or 
5 advertising clients are shown at the top of the columns 62,64. The appropriate short text 
message responses 66, 68 are shown under each column together with the number of matches 
70, 72 of the correct response as well as the number of entries recorded 82,84. If a correct 
match is made between the recorded reference list and the participant's response, a text message 
80 inviting the participant to access a website is displayed on the participant's mobile or cell 
10 phone (not shown). The number of entries received 82, 84 is recorded which enables a 
breakdown of the frequency or popularity of the particular competition or survey to be analysed. 

Figure 6 shows a log of calls received 90 requiring a particular response 92 and the times 94 and 
dates 95 at which the calls were made and the phone numbers 96 which were received and 
replied to. The particular response and identification of the client are shown 98. By analysing 
15 such a log the popularity or frequency of calls made in response to a particular advertisement or 
survey question can also be analysed. 

Example 2 

Product Promotion Example 

Referring to Figure 7 there is shown an advertisement by the client ("1") and ("la"), for 
20 example, printed in 2 morning papers (not shown) promoting a new model of running shoe 
called "Pacer Rockets". 

Reader 1 reads the advertisement in paper 1 (not shown) and is invited to enter a draw to win a 
free pair of the shoes by sending an SMS containing the word "PACER" to number 345678. 

Reader 2 reads the advertisement in paper 2 (not shown) and is invited to enter a draw to win a 
25 free pair of the shoes by sending an SMS containing the word "ROCKET' to number 345678. 
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1 . Reader 1 and Reader 2 reach for their mobile phones 100 and type in the word 
"PACER" and "ROCKET" depending on which paper they are reading. In both 
cases they send this message to 345678. 

2. The messages are received at the Promotion gateway 102 of the computer 
database. The messages contain the mobile number, date sent, time sent and the 
message text. 

3. The message containing the word "PACER" is processed by a client's 
application called, "paper 1". 104 searching for the word "PACER". Likewise, 
the message containing the word "ROCKET" is processed by a client's 
application called, "paper 2" 106 searching for the word "ROCKET'. 

4. In this case the same client owns both applications. Both applications in this 
example simply respond with the same message 108 advising that the entry into 
the prize draw has been accepted and an invitation is made to visit a website, e.g. 
''Thank you for entering our PACER ROCKETS prize draw. We will contact you 
on this number if you are the winner. Visit www.pacerrockets.com for more 
details. " 

The transaction is now complete. 

Numerous client applications can exist so long as the incoming message from the consumer is 
always unique. 

By running the same advertisement in two newspapers but by varying the word content of the 
message required to enter the draw the client can obtain answers to the following questions. 

• How effective was the advertisement in paper 1 compared to paper 2? 

• What time did the consumers read the advertisement? 

• What date did the consumers read the advertisement? 

• Did this advertisement result in a Website visit? The Website can determine this by direct 
association with the advertisement. 



wo 01/78345 

Example 3 



.9. 



PCT/NZOl/0005] 



Vote or Opinion Poll Example 

Referring also to Figure 7, a television station runs a controversial news story and is seeking 
public opinion of a new law that would allow guns in schools. 

Viewers are invited to join a real time survey where they can send an SMS indicating that they 
either approve of the new law by sending a message "guns yes" 110. Or if they disapprove they 
can send the message "guns no" 112. The following steps then ensue: 

1. Concerned viewers reach for their mobile phones 100 and send their vote message to 
number 12345. All voters use this number regardless of the client television station. 

2. The messages are received at the Polling gateway 102 of the computer database and 
routed to one or two applications 1 1 0, 1 1 2. 

3. In the case of a "YES" vote a message is returned to the voter for example, ''Your 
vote in favour of guns in schools has been accepted So far 10% of voter s agree with 
you. Stay tuned for the final results or visit www, tvnewsco. com :' 

4. In the case of a ''NO'' vote a message is returned to the voter for example, ''Your vote 
against allowing guns in schools has been accepted. So far 90% of voter j agree 
with you. Stay tuned for the final results or visit www, tvnewsco. com /' 

The transaction is now complete. 

The TV station has a real time, private connection to a specially allocated page on the polling 
gateway website. The results of the messages are graphically and statistically displayed here in 
real time indicating the number of "yes" and "no" votes. The TV station can either show this 
page directly or generate a customised display based on this information. 
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ADVANTAGES 

Cost advantage of SMS 

Existing methods of customer feedback include "900'- numbers that attract typically high usage 
rates to the participant. Rates of a few dollars per minute are not uncommon. This can cause 
5 consumer reluctance particularly when younger family members can cause huge phone bills to 
accumulate. The cost of an SMS typically is half that of posting a letter and in some cases is 
free. Up to 160 characters of text can be sent using a standard SMS. 

Time advantage of SMS 

The use of "physical" mail is decreasing as people move to electronic alternatives such as email. 
10 At present, email is still emerging in the mobile phone market so it does not have the 
convenience factor of SMS. Physical mail requires a larger effort on behalf of the consumer 
and replies are not immediate. 

Interactive advantage of SMS 

When an SMS is sent from a mobile phone the overall delivery time is typically a few seconds. 
15 Third party applications that are connected to the SMS gateway should be able to respond in a 
similar time frame. Intelligent applications can create a 2-way dialog between the consumer 
and client application in order to request further consumer information or simply to inform the 
consumer. 

Transaction Possibilities 

20 The SMS reply message can inform the consumer that their message has been processed. It 
may also contain invitations to send a further message to complete the transaction. Invitations 
to visit Web sites belonging to or linking the promoter client may be made. In the case of an 
opinion poll or vote system indications may be made of the poll progress such as the number of 
"YES" or "NO" votes received to date. 



25 
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Existing promotion structures 

Existing methods of obtaining customer feedback require a unique destination that is selected by 
the consumer and that shows the process for ihem. 

With voice based phone applications, this may necessitate the dialling of a unique phone 
5 number or dialling a number and selecting a destination by a menu driven process, e.g. Press 1 
for "Shoes" or Press 2 for "computers". 

With physical mail or email responses an address is required and often a sub address or 
department has to be indicated, e.g. Marketing promotions attn Shoes competition. 

SMS Multi client 

10 By using a common number for SMS delivery, messages can be automatically routed to 
multiple clients based on the content of the message. This eliminates the need for a unique 
address/phone number for every client using this system. 

By careful selection of the likely or required responses from all the client's customers' 
messages can be routed to the required client's application for processing and to be responded 
15 to. 

Every message contains the mobile number of the originating message. This becomes the reply 
path for the client's application allowing a two-way transaction to occur. 

Privacy Advantage of SMS 

No subscription is required by the mobile user making it is available for use by any SMS 
20 capable phone. The only requirement is that the mobile number is forwarded with the message. 
One of the biggest fears of potential participants of such SMS transactions is that it may result 
in un-solicited "junk'^ messages as occurs with email. It is vital for the success of this system 
that it remains what the industry refers to as a "pull" service. This means that the participant 
only gets a message as a result of a message sent by them. The only variation would be 
25 notification of a prize that may occur several days or months after the original transaction. To 
help maintain privacy for consumers the operator of this system must retain ownership of all 
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messages and never divulge mobile numbers to it's clients. Only statistical details should be 
passed to the client's prize-winner contact numbers. 

Consumers do not need to pass on their identity further than their mobile number, which is an 
inherent feature of SMS. This will be a key feature that many consumers will prefer. The only 
5 requirement for personal details to be divulged would be in the case of prize delivery etc. 

Branding and association of the SMS destination number 

To speed up the transaction and likelihood of response it would be ideal that the user already 
has the number stored in their mobile phone. This would allow consumers to concentrate on the 
transaction "keyword" rather than trying to remember the phone number. This is particularly 
10 useful in the case of Billboard advertising where time is limited. A custom logo (perhaps one 
for promotions and one for voting) would be used to associate the promotion with an SMS 
promotion that the consumer had used before. Because they already understand the process 
they are more likely to respond. 

VARIATIONS 

15 Finally it will be appreciated that various other alterations and modifications may be made to 
the foregoing without departing from the scope of this invention as claimed. 
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CLAIMS 

1. An interactive marketing and/or survey system utilising short message systems (SMS) 
provided on mobile or cell phones including in combination a means of displaying an 
advenisement, the advertisement inviting a participant to respond with a defined short text 

5 message via SMS on a mobile or cell phone, computerised means for comparing and 
matching the participants short text message with one or more retained reference records, 
wherein in operation, if the participant's short text message matches any of the one or more 
records, information from the message is stored in a database. 

2. A system as claimed in claim 1, wherein the advertisement invites participants to respond to 
10 a common "reply to" telephone number. 

3. A system as claimed in claim 1, wherein all advertisements associated with the system use 
the same common "reply to" telephone number but each advertising campaign uses distinct 
pre-allocated short text message(s) and the computerised means analyses and displays the 
incoming replies and sorts them into their associated campaigns. 

15 4, A system as claimed in claim 1, wherein the means of displaying an advertisement can be 
television, magazines, newspapers, billboards films and/or the Internet. 

5. A system as claimed in claim 1, wherein the advertisement can be broadcast on radio or 
other non-visual means. 

6. A system as claimed in claim 1, wherein the computerised means for comparing and 
20 matching the participant's short text message response is a computer database which is 

connected by a virtual private network via the Internet to the SMS provider. 

7. A system as claimed in claim 1 , wherein the computerised means also includes means for 
recording the number of correct and incorrect responses made by participants and the 
number of reply messages sent to the participants. 

25 8. A system as claimed in claim 1, wherein the computerised means can accommodate a 
number of phone numbers and/or groups of reference records corresponding to different 
advertisement offers or surveys conducted and a record is kept of the frequency of responses 
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to each phone number or group of records, so that quantitative data such as the frequency or 
total number of consumer or voting response to a particular promotion or survey can be 
obtained. 

9. A system as claimed in claim 1, wherein the short text message response of a participant or 
consumer is a single word which can be easily compared and matched against a reference 
list of "correct" words stored on the computer database. 

10. A system as claimed in claim 1, wherein the Internet website to which the participant is 
insu-ucted to access is a dedicated website which centrally co-ordinates all incoming SMS 
messages and provides the participants with further information in order to continue or 
proceed to the next step of the marketing or survey system. 
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Example: Billboard Advertisement 
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Basic Operational Layout 
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